Corporate Leveraging of Green
Power for Public Relations

Kendall Youngblood, ICF Consulting
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Green Power Going Mainstream?

e Corporations are increasingly highlighting their green
power purchases by involving PR depts

e Good PR about green power expands our market and
supports new renewable capacity

e "Hottest Small Business Trends” — About.com
Youth Market (Generation Y)
Green Power
Health and Wellness / Quality of Life
Internet Sales

SEPA
‘GREEN Link to About.com article:
POWER http://sbinformation.about.com/cs/bestpractices/a/aal22202a.htm
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Targets for Public Relations

e Corporate outreach focuses on specific audiences

Customers

e Communicating shared values with those who buy their products,
shop at their stores, use their services, and ski at their resorts

Investors
e Advising SRI community and Wall Street of climate risk reduction

Employees
e Building employee pride and loyalty
Sector peers & Local community stakeholders
e Corporate outreach to public, industry sector and local
communities have increased green power sales

E ‘EPﬁEEN
POWER

PARTMERSHIP



Public Relations Methods

e Point of purchase
Banners, signs
Wall murals
Window clings
ATM splash screens
Register receipts

e Product packaging
Java jackets
Labeling
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e Media outreach
Press releases
Newspaper ads
Web site information
Brochures

e Corp communications
Annual reports

Corporate social
responsibility reports

Email tags
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Flip The Switch To Green™
Odwalla has joined the EPA's Green Power
Partnership to offset a portion of the energy
used to make our products with renewable
energy. To find out more, visit our People to
Planet™ page at www.ocwalla.com.
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Odwalla put the green
power message on select
bottles of their smoothies.



PRaNa Natural poweR INILIALIVE

Wind power is a clean, re e source of energy WHIEH
produces no greenhouse § ssions or waste pmd*ts

view Dedler sticker
OVERVIEW
fag

SIGN Up!

prAna is using their Web site as a resource for their
customers and dealers to learn more about green power.

&EPA
‘GREEN WWW.Dbrana.com/naturalpower
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En vironment wall

efiral part

Suppoating reneeable energy
is integral bo HSBCs efforts 1o
resch carbon neutralty. HSBC is
purchasirng certilied green
e Troem rew wind

e gmiroes 1o alfser 30% of H5BEC
LIS eleCIridiny usage
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i SEEA HSBC is installing a mural on their bank walls that conveys
GREEN . : :
POWER their integrated approach to supporting the environment.

7 PARTNERSHIP




.
This Station is 100% Powered by WI n d E n e rgy

The electricity for this station

cormmes frorm natunal wind EIUNWET.

# We are one of the top 10 corporate
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= By purchasing renewable enengy; h. \
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cleaner environment
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Safeway created a “pump topper” to educate gas station
consumers about the company’s green power purchase.
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Did you know thal the

Cirque Lift runs on clean,
renewable wind power?

Find oul about

our environmental
=~ programs al

WWwW,.sKiaspen.com

Aspen Ski Company raises awareness
with this sign at the Cirque Lift and
associates its brand with wind power.
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Bul:_?es-f- Creek Gramd ning

T Milkon Lagner-Foma Tepie Chori g

Colorade’s Mewest iLe newabis
Enwrgy Powered Chairlj It

Steamboat Ski and Resort
Corporation publicized their green
power purchase during the grand

opening of a new ski lift.
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Johnson & Johnson
incorporated news
about its Green
Power Leadership
Award into its 2002
Sustainability
Report.
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IFG Is Incraasing the avallabllity of renssable ensrgy by purchesing 2.5 milllon Klloeatt hours
of "gresn ags” — tha kerm for Rerewable Erergy Carificates. This purchass mears that 2.5
million kllowalis of energy we draw from the natlon’s power grid will be replaced by wind
arergy. The result? An Increasad pemantage of dean energy avallable for every electrcity user
Inthe 1.5, and a comesponding reduction in non-renewable polubing sounmss,

The purchase of grean tags allows IFG o offsst eectical energy ussd at our Maine and
Messachusatts operations.  The EPA says this will save approsimately 4.7 million poundcs of
carbon dicxide emissions — equivalant i taking 410 cars off the road esch yaar

This purchase, along with our uss of Dkomass (wood chips) for iermal ensrgy at our Maine
racililes, Brings our green power usags In Maine o over S8 of Wwolal anargy corsumed.

Terrabex procucts manufacdured undsr this program meet he emdronmental and corsumer
prowection standards established by the mon-pront Center for Resource Soluions. Through s
Grean-2 program, The Center for Rescurce Solullons Independenily werifies the valldity of
renswable ensrgy clalms o help corsumers select energy optlors that are Deler for the
armironment. Look for the Gresn-s logo on select Tmakes swabch cards and memo Egs
signifying that T00% of the eeciricly wsed o maks these produds has besn matched with
Renewablke Energy Cartifoztes,

Purchasing green lags kB e most eficlent way of meking gresn enargy avallable
b eleciriciy users across e Uinked Staes - regardless of whame they live — and it one of the
eslest ways of reducing he ervirormental footprin of 4 progect, Gresn Bg purchasas can evan
conlrbue 1o the achisvameant of LEED credi for bolh new end edlsting bulldings. From an
operational standpoint, mothing chenges. From an envronmental standpolint, he Impect
15 huge.

For more Information aboul green power fofr your project, wisih wwa.green-e.org.
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Lock for this
symbal cEriifying
that 100% of the
energy used ko
make a Terratex
product has been
malched with
Renewabls Ensrgy
Cartificates.
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Interface Fabrics created a
brochure to tell customers
about its green powered
Terratex® Product line.
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Common Limitations

e Reluctant to “toot their own horn”
Audiences are skeptical of self-aggrandizing PR
Avoids “green-washing” perception

e Not considered newsworthy
e Reluctant to muddle brand or image
e Difficult to balance accuracy and catchy-ness
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Helping Customers/Partners

e Educate and raise awareness of potential value of
message

e Lend third-party credibility
Product labeling
Establishing benchmarks
Awards
Endorse public statements with quotes and logos

e Recognize leading customers’ purchases

We've seen many examples of this in the past from billboards,
awards, mail inserts, newspaper ads

Keep up this important work
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